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 Companies stress the importance of understanding their position in the marketplace to interpret 

what their target market perceives their brand as. The reason we began this project was to learn more 

about products and how the brands use positioning as a competitive advantage. The industry our report 

was focused on was three prominent brands of laundry detergent, which were Tide, Gain, and Arm & 

Hammer. From our research we came up with our own conclusions of a positioning statement for each 

and created a survey to compare a wider set of perceptions amongst the brands actual position in the 

marketplace. Then we used the results of the survey to further understand how the perception is 

defined in the marketplace as a whole. As a way of interpreting our results, we created a positioning 

map to better understand the biggest attributes that consumers find most beneficial when searching for 

laundry detergent. This report took into consideration the products of Tide, Gain, Arm & Hammer and 

used primary and secondary research to analyze the brand’s ideal position versus their actual position.  

 

 

 

 Authors George and Michael Belch define positioning as “the art and science of fitting the 

product or service to one or more segments of the market in such a way as to set it meaningfully apart 

from competition”(Belch & Belch, 55). The biggest key point from their definition is that positioning is 

used to set your product or service apart from the competition. There are two broad overall ways a 

product or service can go above and beyond competitors; product positioning or image positioning 

(Walker). Product positioning requires the brand to change their product or do something to their 

product for positioning. For example, someone selling a stool would claim themselves as “the strongest 

stool” and then build their product around their positioning. Image positioning is just telling or claiming 

something to the consumers after already building your product. For example, building the strongest 

stool and then telling your consumers you sell the strongest stool (Walker). Creating an approach based 

on product or image positioning is very important because “In today’s marketplace, the competitors’ 

image is just as important as your own. Sometimes more important” (Belch & Belch, 55).  

 Developing a strategy for positioning is a huge step for any brand trying to keep up in the 

marketplace. Examples of position strategies are: product attributes and benefits, price/quality, use or 

application, product class, product user, competitor, cultural symbols, and repositioning (Belch & Belch, 

56-58). Each of these strategies works in their own unique way and can be beneficial if used correctly. 

Positioning by product user is associating the product with a particular user or group of users is strong 

strategy (Belch & Belch, 57). Toms shoes have created advertisements that appeal to their product users 

by showing the children they donate pairs of shoes to; because their product users enjoy giving back to 

the less fortunate it is a successful positioning strategy for them. Positioning by price/quality is another 

excellent strategy brands can use. Walmart is probably the best example of positioning by price because 

they have claimed themselves as “everyday low prices” appealing to consumers interested in low prices 
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(Walker). Those are just a few examples of positioning compared to the endless amount of positioning 

that consumers see every day.  

 A brand must acknowledge their position in the marketplace compared to competitors in order 

to be successful. Brands can use things like positioning maps that show a visual representation of a 

firm’s marketplace position. As well as a positioning map a brand can use a specific positioning strategy 

that was previously discussed in this section. Product positioning and image positioning are both key 

factors in this process for a brand as well. The Belch brothers quote that “Many advertising practitioners 

consider market positioning the most important factor in establishing a brand in the marketplace” (55) 

 

 

 

 

Tide 
 Procter and Gamble, introduced its first laundry detergent, Dreft, in 1933.  After finding success 

in Dreft Procter and Gamble then branched out even further and released Tide. Procter and Gamble 

built a brand that became bigger than anything created before. They created this brand by using 

technology and chemical experimentation basing their detergent on synthetic compounds rather than 

soap chemicals. At the time Tide was not only known as a new product but a new kind of product (Dyer). 

Tide had repositioned Procter and Gamble’s company from a soap company to an industrial corporation 

with its future based on technology (Dyer). With a new focus in technology, Tide has worked its way to 

become America’s number one laundry detergent being used in more than 40 million American 

households in 2014-2015 (Tide). 

 Today, laundry detergent is an everyday product in households across America. Being a 

competitor in this industry can be very challenging, but the toughest challenge marketers in this industry 

face is product differentiation. The goal of product differentiation is to find a characteristic or a benefit 

that differentiates one brand from another in the same category that consumers find valuable. Procter 

and Gamble has found Tide’s target market is busy, middle class, mothers who want create clean, stain-

free clothing for their families while maximizing the length of their clothes’ life (Lauren). 

 Tide positions themselves to these middle class women by giving them the perception that no 

matter how busy you and your family are, Tide will give your clothes the clean they deserve. Tide uses 

realistic and relatable spokespeople to give the consumer the perception that people just like them can, 

and do, use the product. Tide typically promotes this in commercials by showing a mother who lives a 

fast-paced life using tide because of dependability and convenience. This makes consumers believe Tide 

is able to keep up and do their jobs effectively with the busy lifestyles moms live. While being perceived 

that Tide is able to keep up with the busy lifestyles of women, they also show it by distributing the 

product in stores like Walmart, Target and Walgreens all around the nation. So busy moms on-the-go, 

can just grab some while they’re out getting groceries. In most stores, Tide also positions itself at eye 

level so customers can easily spot it without having to search the aisles for it. Procter and Gamble have 

created a pricing strategy based on the notion that in some consumer’s minds, the higher the price, the 
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more effective the product is. Tide, being the most expensive in comparison to Arm & Hammer and 

Gain, especially focuses their position on this. Tide does not only focusing on quality but also giving 

consumers the idea that their product lasts longer than consumers, so paying the extra money will pay 

off in the long run. Another significant attribute of Tide’s positioning is its packaging. Procter and 

Gamble used a bright orange and yellow target, with big blue writing as a tactic to appeal to Tide 

customers and leave a memorable impression. We believe all of the positioning strategy for Tide in the 

marketplace would be a dependable, easy-to-use product for busy lifestyles, appealing to the everyday 

woman. 

Gain 
 Gain, a Procter & Gamble offshoot, is a noteworthy brand in the detergent industry. First 

introduced in 1968, Gain was a powerful and fast acting stain remover of garments of clothing using 

forceful enzymes. However in 1981, “…Procter & Gamble made a huge decision to reposition Gain for its 

scented detergents” (Indian Research Journal). Launching the brand into a much higher market share. 

Gain has quickly risen to P&G’s 23rd brand with more than one billion dollars in sales in 2007. While 

many of P&G’s other billion dollar brands are sold globally, as a solely North American brand, Gain is the 

company’s 8th largest brand in dollar sales in the United States (Target Market News). 

 To better understand the positioning of Gain detergent, it is important to understand the target 

market. The primary market is mothers and those who are responsible for the cleaning and other 

domesticated responsibilities within the home. This segment is saturated with many detergent, with the 

leaders, Gain and Tide, both owned by P&G. Another market Gain is dominant in is with industrial and 

commercial companies who find their product effective and of high quality. What sets Gain apart in this 

area is their uneasily definable and unique reach of demographics. According to Target Market News, 

Gain is P&G’s fastest growing brand amongst African Americans and Hispanics. Acknowledging this 

unique quality proves to be a competitive advantage and a great positioning tool for not only Gain 

detergent, but Procter. & Gamble as well. A typical consumer of Gain might be a 30 year old African 

American woman and mother responsible for her home. 

 A large attribute of Gain’s positioning is its scent. Gain has proven to be commonly associated 

with fresh, long lasting fragrances that consumers find to be an important trait in their cleaning 

products. While laundry detergent is usually a sweeter smell than those cleaning products associated 

with, say countertop cleaner, Gain definitely separates itself from competitors by having a persuasive 

and energetic odor. With more than eight different “ahhhhmazing scents” as called on ilovegain.com, 

consumers have a wide variety to choose from for their cleaning needs. Gain has also teamed up with 

Febreze, a leader in the air freshening industry, to create unique and attractive smells, as well as well-

known popular Febreze scents. 

 Another noteworthy attribute of Gain’s positioning is its packaging. Many of Gain’s products 

have cheerful, appealing, intriguing colors, often times more so than its competitor, Cheer. The 

traditional packing of Gain is primarily a vibrant green with large yellow rays coming out of bold orange 

copy reading “Gain.” These bright colors draw in the eyes and attract the attention of the consumer. 

Recently, Gain has started packing some items, such as their Pods, in a dramatic violet or an inviting 

warm pink color, again catching the attention. These bright colors especially attract the younger 
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consumer who might typically consider laundry as a daunting and boring task, but with bright and 

exciting colors, the job doesn’t seem so chore-like. 

 In conclusion, Gain has a great positioning standing. We believe the positioning strategy for Gain 

in the marketplace is an affordable, high quality, family-friendly cleaning product. 

Arm & Hammer 
 Arm & Hammer is originally known for their little orange box of baking soda. Now because of 

their repositioning, they are known for their “Standard of Purity.” This has been used across their 

different product categories, from personal care: toothpaste and deodorant, to fabric care: liquid 

detergent, power packs, and scent boosters, to even pet care: litter and stain remover. They use the 

power of baking soda with its proven deodorizing effects. “Try cleaning that is more, well, clean. ARM & 

HAMMER™ Baking Soda is a safe, gentle way to clean and deodorize all around your home without 

harsh chemicals.” Arm & Hammer has built on to the fact that people know their product and have been 

using it for over 165 years (The Good Housekeeping Institute). 

 We all know the Arm & Hammer packaging without even seeing it. It is built upon the familiar 

assets we are used to. They use the red circle, with the muscular arm holding the hammer in the middle. 

Which appeals to the customer because they want something that is strong against all of life’s messes. 

It’s all wrapped up in the yellow orange packaging we are accustomed to. 

 Arm & Hammer is for every day, practical people, they are not as expensive as their 

counterparts Tide and Gain. Arm & Hammer liquid detergent is priced at $9.98 for 210 fluid ounces, 

where Tide is priced at $17.97 for 150 fluid ounces, and Gain is $14.97 for the same 150 fluid ounces as 

Tide. One can even buy a mega pack of Arm & Hammer liquid detergent, which is 255 fluid ounces, for 

$11.97. That is over 100 more fluid ounces at a more affordable price. If the liquid laundry detergent 

isn’t for you, they also sell pods. The pods were first introduced by Tide but, Arm & Hammer had to keep 

up with the competition and the only way they could do that was to make their own. Arm & Hammer 

offers 70 pods for $8.67 compared to both Tide and Gain, who sell 42 pods for $10.77. 

 Arm & Hammer has gone upscale compared to some of their competitors by launching with 

OxiClean. It is now the second most advertised brand in laundry, right after Tide (AdvertisingAge). 

According to their TV commercials they are, “The easier, better way to whiten, brighten, and freshen 

laundry.” One may see or hear this saying through the different mediums they use to advertise, like TV, 

magazines, spokespeople, along with digital internet marketing. According to The Good Housekeeping 

“Arm & Hammer’s power detergent was powerful enough to wipe out one of our toughest stains: 

mustard. But it also handily lifted protein stains, like grass and blood.” Arm & Hammer cleans up 

everyday life messes, which appeals to the average person. That is why we believe the positioning 

strategy for Arm & Hammer in the marketplace is both practical and effective for everyday uses. 
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 We used the results from our survey to create a position map that compares the price and 

quality of the laundry detergents above. Tide’s results showed them as being the highest quality and the 

highest price. While Gain fell directly in the middle of the map as the average quality and price. Arm & 

Hammer came in last as the highest price for the lowest quality. 
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Discussion 
 Looking at the positioning map, one can see that consumers view Tide to be the highest quality 

and one of the most expensive, which coincides with the positioning statement that we constructed. 

Arm & Hammer is viewed to be expensive as well with very low quality. The positioning map had 

surprising results because they were perceived as low quality and high priced. When in all actuality they 

are of average quality with the lowest cost. Gain is perceived to have average quality while maintaining 

a reasonable price. Gain’s fair price is true to what we found in our research however, their quality is 

rated higher than how they are perceived by consumers.  

 The questions we created for our survey specifically compared the position strategies we 

believed the brands have developed to consumer’s actual opinions of these brands. Based on our 

research of Arm & Hammer we concluded that they were the most affordable laundry detergent 

compared to Tide and Gain. We used a college male in question number eight to represent a low-budget 

and low involved consumer; once looking at the results from question number eight discussing a 

“college male” as the buyer it showed Tide as the leading detergent. Question number nine was a 

scenario involving a busy mother of five which we believed consumers would put Tide based on their 

position strategy of being easy to use product for a busy lifestyle. The pie chart from question nine 

confirmed our strategy with Tide at 59%, Gain at 26%, and Arm & Hammer at 15%. Another question we 

created that verified our position strategy was number 10. Question number 10 from our survey asked 

consumers about what a budget-friendly family purchases. Gain was the top chosen at 51% and strongly 

demonstrated our position strategy of Gain being affordable and family friendly. 

Recommendations 
 The position strategy we created for Arm & Hammer didn’t come close to any of our results 

from the survey and we suggest that they need to focus on marketing their low price. Even though Arm 

& Hammer is a household brand, people don’t often recognize all the different products they have to 

offer. Arm & Hammer should focus on developing a new positioning strategy that would implement cost 

leadership as their competitive advantage. In this strategy they could use advertising to put a bigger 

emphasis on their price because based on our survey, consumers are unaware of their low cost. Another 

strategy that Arm & Hammer could use would focus on marketing to a younger target market. Our 

survey placed Arm & Hammer above Gain for a college male and not too far behind Tide. They could use 

more advertising that appeals to younger consumers who are typically more conservative with their 

money.  

 

 

Conclusions 
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Final Thoughts 
 This report took into consideration the products of Tide, Gain, Arm & Hammer and used primary 

and secondary research to analyze the brand’s ideal position versus their actual position. In conclusion, 

we have found through surveys and the positioning map that Tide and Gain’s ideal position aligns with 

their actual position, whereas Arm & Hammer’s does not. It is beneficial for a company to fully 

understand their position, as well as the perception consumers’ hold of their product and or brand, to 

further understand their target market. 
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